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Abstract 
The use of social media sites (Facebook, Twitter, etc.) is becoming increasingly 
common, with 83% of Fortune 500 companies using at least one type of social media to 
connect with customers in 2011 (Hameed, 2011). Small businesses are more informal in 
their marketing strategies, and place a greater emphasis on forming close relationships 
with customers (Coviello, Brodie, & Munro, 2000). 
This work examines the effect of small business social media use on customer 
retention, upon which many companies spend a significant amount of resources (Verhoef, 
2003). The ways small business owners use online communities such as websites and 
social media are explored, specifically with respect to increasing customer retention. The 
research goal of this project is to determine the effectiveness of these strategies, as well 
as determine the differences and similarities between the perceptions of small business 
owners and those of customers regarding social media. 
This investigation contributes to the currently limited (Bakeman & Hanson, 2012) 
academic research on small business online community usage by examining the issue 
from a social identity theory perspective. Social identity theory offers insights into how 
individuals behave and interact in social groups, such as online communities. To 
accomplish this, two surveys were administered, measuring the perspectives of two 
different stakeholders: small business owners and customers. Finally, an analysis was 
performed using linear regression. 
This study helps to build a better understanding of how and why both small 
businesses and their customers interact using social media, and whether using social 
media as a promotional technique is effective.  
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Introduction 
The use of social media sites such as Facebook and Twitter is becoming 
increasingly common. Among Fortune 500 companies, 83% used at least one type of 
social media to connect with customers in 2011 (Hameed, 2011). However, among small 
businesses, adoption has been slower. Furthermore, there has not been, at this time, a 
significant amount of research regarding small businesses and social media (Bakeman & 
Hanson, 2012).  
The purpose of this project was to explore the ways small business owners use 
social media, specifically with respect to increasing customer retention and loyalty. The 
research goals of this study were to develop an understanding of how social media 
influences customer retention and to determine the differences and similarities between 
the perceptions of small business owners and those of customers regarding social media. 
Social media usage by small businesses can take several forms, including 
maintaining a Facebook page for the company, having a company Twitter account, or 
having a company YouTube channel. For this study, a small business is defined as one 
which has fewer than fifty employees, including both full-time and part-time employees.  
Customer retention is extremely important to businesses, as it is five times more 
expensive for a business to recruit new customers than it is to retain existing ones (Lee & 
Park, 2007). Due to its importance, companies spend a significant amount of resources on 
increasing customer retention (Verhoef, 2003). While this is true for both large and small 
businesses, there are differences in how large and small businesses employ promotional 
strategies to retain their existing customers. Coviello, et al. (2000) found that small 
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businesses tend to be more informal in their marketing strategies, and place a greater 
emphasis on forming close relationships with customers. 
This study investigated small business social media use from the perspectives of 
two different stakeholders: small business owners and customers. First, the small 
business owner’s intentions for using social media and their perceptions of its 
effectiveness were studied. Second, this study investigated the effectiveness of social 
media on customer retention from the perspective of customers. To facilitate this 
research, two surveys were conducted, one for each of the two groups being considered. 
This research is significant because it contributes to the current limited academic 
research on small business social media usage. Specifically, this study examines small 
business from the perspective of social identity theory. As stated by Bakeman and 
Hanson (2012), there are not very many studies in the extant scholarly research that deal 
with small business and social media. This study helps to build a better understanding of 
how and why both small businesses and their customers interact using social media, and 
whether using social media as a promotional technique is effective. Finally, small 
business owners deal with very limited time and resource budgets in comparison to larger 
firms. Because of this, it is important that they focus on the most effective marketing 
techniques. They can ill afford a random, ineffectual, hit-or-miss strategy.  This study 
will provide small business owners and managers with better guidance on whether or not 
to invest their time in pursing an online social media strategy. 
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Theoretical backdrop 
This study looks at social media usage from the perspective of social identity 
theory. Each small business’s social media page or community can be interpreted as a 
social group. Social identity theory deals with identity in groups, including how groups 
form and how individuals behave in groups. According to Henri Tejfel (1972), social 
identity can be defined as “the individual’s knowledge that he belongs to certain social 
groups together with some emotional and value significance to him of this group 
membership” (p. 292).  Social identity theory defines groups as at least three people who 
“construe and evaluate themselves in terms of shared attributes that distinguish them 
collectively from other people” (Hogg, 2006, p. 111). Groups are based on self-
categorization, that is, the way individuals evaluate and identify themselves and the 
group. This self-categorization is what determines whether an individual is a member of 
the group, which makes the most important factor in making people into a group that they 
identify with it (Hogg, 2006). A component of social identity is the process of social 
comparison, by which people compare themselves in such a way that they view 
themselves and their social group positively, and therefore being a member of that group 
is desirable. Social groups emphasize similarities between members and emphasize 
differences between members of the group and non-group members (Stets & Burke, 
2000). Other factors also play an important role in groups. Hogg (2006), for example, 
lists a number of group attributes such as interaction, shared goals, and group structure as 
factors that are important to increasing group cohesion. 
By liking or following a company’s social media page, an individual is 
identifying with and choosing to be a part of that group. If individuals like a company’s 
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social media page due to an interest in the company or its products, they already have at 
least one shared trait. One argument for the importance of social identity theory in social 
media marketing is that people belonging to a social group tend to see the world in a 
similar manner. This “uniformity of perception” can cause members of a social group to 
behave in a similar manner (Stets & Burke, 2000). In addition, according to Henderson 
and Palmatier (2010), a customer’s social in-group is very important to companies, due to 
the closeness of the relationships and the level of influence the in-group has on the 
customer (and vice versa). It is also important due to the high level of trust that customers 
put in the social groups they belong to. Consistent with social identity theory, companies 
often attempt to encourage members of its social media pages to interact and share 
experiences, factors that increase a social group’s cohesiveness and grouplike-ness. Only 
when people have a sense of belonging to the group will they think of themselves and act 
as group members (Hogg, 2006). Finally, social identity theory is important to the 
broader context of customers on social media, not just the page or community of a 
particular company. The more highly connected customers are with their social network, 
the more likely they are to stop patronizing a company if another member of their social 
network also stops patronizing the company (Nitzan & Libai, 2011). 
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Literature Review & Hypotheses 
Commitment is an important part of the loyalty equation. Moorman, Zaltman, and 
Deshpande (1992) define commitment as “an enduring desire to maintain a valued 
relationship” (p. 316). Commitment is a multi-dimensional construct (Wu, Zhou, & Wu 
2012). One of the two main components of commitment is affective commitment. 
Affective commitment is an emotional commitment. An example of this is the desire to 
do business with a company due to an emotional liking for that company. Affective 
commitment is based on trust and personal interaction (Gustafsson, Johnson, & Roos, 
2005). Wu, et al (2012) states that affective commitment develops through a customer’s 
personal involvement with the company.  
According to social identity theory, people become members of a group when 
they self-identify with it. It has also been found that interactions in a group strengthen the 
cohesiveness of the group (Hogg, 2006). Bhattacharya and Sen (2003) show that people 
who identify with a company exhibit higher levels of commitment. It follows that people 
who identify with a company by frequently interacting on social media should display 
higher affective commitment. Thus, individual customers who actively use social media 
are likely to develop affective commitment toward the company.  
H1a: As customer interactions on social media with a business increase, customer 
affective commitment increases. 
Trustworthiness also plays a role in affective commitment. Johansson-Stenman 
(2008) uses social identity theory to provide an explanation as to why people view social 
groups of which they are a member as more trustworthy, and groups of which they are 
not a member as less trustworthy. Individuals who more closely identify with a group 
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tend to have higher levels of trust in the group. Furthermore, because affective 
commitment is in fact based partially on trust (Gustafsson, Johnson, & Roos, 2005), this 
study proposes that among customers who follow or participate in a company’s social 
media pages, those who consider the page to be more trustworthy should also have a 
higher level of affective commitment.  
H1b: Customers who perceive businesses as more trustworthy on social media 
have higher levels of affective commitment. 
Communications effectiveness is based on how well one party communicates with 
another party. Sharma and Patterson (1999) state that communications effectiveness 
“refers to the formal as well as informal sharing of meaningful and timely information… 
in an empathetic manner” (p. 158). Within the social identity framework, 
communications effectiveness is an important factor. Through convincing, persuasive   
communications, a customer learns more about a company’s identity. Bhattacharya and 
Sen (2003) come to a similar idea, finding that customers are more familiar with the 
identities of companies that engage in communication. The customer will then be able to 
determine whether or not he/she identifies with the company, thus becoming a member of 
the social group (Hogg, 2006). Additionally, Sharma and Patterson (1999) find there to 
be a positive link between the level of communications effectiveness and commitment. 
They also find a positive relationship between communications effectiveness and trust. 
As trust is important both for social group cohesion and affective commitment, the 
following hypothesis is proposed: 
H1c: Customers who perceive businesses as communicating more effectively on 
social media have higher levels of affective commitment. 
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In contrast with affective commitment, which is associated with good feelings 
towards the company, calculative commitment is based on a lack of better choices. 
(Ruyter, Moorman, & Lemmink, 2001). Calculative commitment is a rational decision 
made by customers, based on their determination of which company or brand offers the 
best value. According to Wu, et al. (2012), calculative commitment occurs when “a 
customer rationally weighs alternatives and switching costs, and finds no better 
alternatives or the switching costs too high” (p. 1762). 
According to social identity theory, whether an individual identifies with a group 
is key to whether that individual is a member. However, as seen earlier, calculative 
commitment is a more economic, purely rational value. Calculative commitment is not 
concerned with identifying with or liking a company or brand, but rather simply with the 
best value proposition. Because of this effect, interacting with the company on social 
media is not likely to have a significant affect on calculative commitment, nor is having 
higher levels of trust in the company. Calculative commitment is only about value.  
However, many customers use social media to learn about promotional events 
(e.g., discounts) the company is offering (Harris & Dennis, 2011; Baird & Parasnis, 
2011). Therefore, it follows that value conscious customers will be more likely to know 
about the discounts and promotions a company offers when the company communicates 
more effectively on social media. Companies that are more effective at communication 
should also be able to better communicate the value the company offers, which would in 
turn increase those customers’ calculative commitment. Based on this reasoning, the 
following hypotheses are proposed: 
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H2a: As customer interactions on social media with a business increase, customer 
calculative commitment stays the same. 
H2b: Customers who perceive businesses as more trustworthy on social media 
experience no higher levels of calculative commitment. 
H3b: Customers who perceive businesses as communicating more effectively on 
social media have higher levels of calculative commitment. 
 Social identity theory may also play a role in the influence of social media on 
customer satisfaction. It states that interaction within a social group, such as a social 
media page, strengthens the ties with the group. Bhattacharya and Sen (2003) find that 
customers who are more embedded (have more interactions with a company and other 
customers) have relationships with companies that are “strong, intricate, and trusting” (p. 
82). Therefore, interactions on a company’s social media pages should also increase the 
strength of the relationship and satisfaction. This is supported by empirical studies such 
as Rose, Hair, and Clark (2010), which states that there is a causal link between customer 
satisfaction and online customer experience. Additionally, research by Janda and Ybarra 
(2005) indicates that there is a positive relationship between customer satisfaction and a 
customer’s online experience.  
Similarly, communications effectiveness should also influence customer 
satisfaction. Stronger communications should serve to strengthen ties within the group, 
and increase cohesiveness and trust (Hogg, 2006; Bhattacharya & Sen, 2003). In the 
context of online social media, these will improve the customer’s online experience and, 
as in H1c, customer satisfaction levels will rise (Rose, et al., 2010; Janda & Ybarra, 
2005). For these reasons, the following hypothesis is proposed: 
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H3a: As customer interactions on social media with a business increase, customer 
satisfaction increases. 
H3b: Customers who perceive businesses as more trustworthy on social media 
have higher levels of customer satisfaction. 
H3c: Customers who perceive businesses as communicating more effectively on 
social media have higher levels of customer satisfaction. 
Loyalty is defined as a “deeply held commitment to rebuy or repatronize a 
preferred product/service consistently in the future” (Oliver, 1999, p. 34). Within the 
context of social identity theory, it is possible that there is a significant link between 
social media interactions and customer loyalty. Social identity theory posits that members 
of a group (in this case the company’s social media page/community) are more likely to 
behave in a similar manner, and that interaction within a social group strengthens the ties 
with the group. The more a member of the social media page interacts with the group, the 
closer they should be with the group. Furthermore, through social comparison, group 
members tend to see the group in a more favorable light than other groups (Stets & 
Burke, 2010). Oliver (1999) discusses the success many companies have exhibited in 
building loyalty through the creation of groups that customers can join. He states 
“individuals feel a sense of community when they share the same consumption values 
and behaviors” (p. 40), and that this sense of community increases customer loyalty. 
Similarly, Oliver also writes that loyalty is higher when a product becomes part of the 
customer’s social identity. He then discusses fan clubs for certain products, similar to 
today’s social media interaction (“liking” and “following” accompany through social 
media). This could drive loyalty, as people in a certain company’s group will view “their” 
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company more positively than other company’s groups. Another argument that the act of 
joining and participating in the company’s social media page shows higher loyalty is that 
in doing so, the customer is publically identifying themselves online with that 
group/brand. Identifying with a group is the fundamental factor for group membership.  
Rosenbaum, Ostram, and Kuntze (2005) find that when a company creates a community 
through loyalty programs that involve customer interaction, customer loyalty is higher 
than when a company uses loyalty programs that rely only on some kind of monetary 
incentive, such as price discounts, and that customers who interact through a community 
based loyalty program tend to have closer emotional ties to the company than members 
who are members of other financial-only loyalty programs. 
Finally, communications effectiveness will have a positive impact on customer 
loyalty. As stated earlier, interaction within a social group strengthens the ties with the 
group. With regards to online social media, the company is part of the social group, and 
therefore the same effect applies to it. This has been demonstrated in research such as 
Merisavo and Raulas (2004), who find that effective communications can increase brand 
loyalty. 
H4a: As customer interactions with a business increase, customer loyalty 
increases. 
H4b: Customers who perceive businesses as more trustworthy on social media 
are more loyal to the company. 
H4c: Customers who perceive businesses as communicating more effectively on 
social media are more loyal to the company. 
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The previous hypotheses deal only with customers who use social media. They 
involve customers’ perceptions of factors such as frequency of interactions, 
trustworthiness, and communications effectiveness on social media, and what effect these 
factors have on commitment, satisfaction, and loyalty. However, it is possible that the 
mere use or non-use of social media also has an effect on customers’ perceptions.  
Earlier, it was stated that people who more closely identify with a group also tend 
to have higher levels of trust in the group (Johansson-Stenman, 2008). If customers do 
indeed identify with companies when they follow company social media pages, it follows 
that customers who interact with a company on social media will have higher levels of 
trust in the company than those who do not. This is further supported by the fact that trust 
is a factor in group strength, meaning stronger groups often have higher trust (Hogg, 
2006). For similar reasons, participating in a company’s social media page may also 
increase customer loyalty. People have greater ties to groups they belong to than those 
they do not belong to, and tend to behave in a similar way (Stets & Burke, 2000). As seen 
in Oliver (1999), companies have often increased loyalty by creating groups that 
customers can join. Social media could be another type of group that builds customer 
loyalty. From this discussion, the following four additional hypotheses are proposed, 
using the two components of trust, credibility and benevolence (see Survey Measures 
section for more information on credibility and benevolence).  
H5a: Small businesses that use social media will have higher levels of customer 
credibility than those that do not use social media. 
H5b: Small businesses that use social media will have higher levels of customer 
benevolence than those that do not use social media. 
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H5c: Customers who interact with businesses on social media have higher levels 
of credibility towards the company than those that do not use social media. 
H5d: Customers who interact with businesses on social media have higher levels 
of benevolence towards the company than those that do not use social media. 
H6a: Small businesses that use social media will have higher levels of customer 
loyalty than those that do not use social media. 
H6b: Customers who interact with small businesses on social media will have 
higher levels of loyalty than those that do not use social media. 
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Methodology 
In order to answer the research questions and test the hypotheses, this study 
required the collection of primary data. All primary data collection for this study was 
survey based. Two separate questionnaire surveys were administered. The first survey 
was given to small business owners, and the second survey was given to customers. The 
purpose of the survey of small business owners was to determine small business owner's 
social media usage, as well as the purpose and intentions of their usage of social media, 
while the goal of the survey of customers was to determine how often customers interact 
with small businesses through social media, and to measure the effectiveness of small 
business social media through customer's perceptions. IRB approval was obtained prior 
to conducting survey research (see Appendix IV for IRB certification). 
Survey Measures 
The measurement scales for this study's surveys were derived from several 
sources. A number of measures were adapted from the book Handbook of Marketing 
Scales (Netemeyer & Bearden, 1999). Scales from this source include those for opinion 
leadership, trustworthiness, affective commitment, loyalty, and customer retention rate. 
Other scales are adapted from the measures used for studies that have been completed 
previously. For example, several survey questions for the communication effectiveness 
construct in this study were adapted from Sharma & Peterson (1999). By adapting proven 
measures from past studies, it is more likely that this study's measures will obtain data 
measuring the intended constructs.  
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Communications effectiveness on social media 
 Communications effectiveness is, according to Sharma and Patterson (1999), “the 
formal as well as informal sharing of meaningful and timely information… in an 
empathetic manner” (p. 158). The current study adapts Sharma and Patterson’s (1999) 
scales for communications effectiveness. Respondents were given four statements, and 
asked to respond on a seven-point Likert scale from Completely Agree to Completely 
Disagree. 
Trustworthiness of social media 
 To measure trustworthiness, survey respondents were asked to rate the company’s 
social media page along several measures. Five seven-point scales were given with 
anchors of Very Dependable / Very Undependable, Very Honest / Very Dishonest, Very 
Reliable / Very Unreliable, Very Sincere / Very Insincere, and Very Trustworthy / Very 
Untrustworthy. This construct was adapted from Ohanian’s (1990) scales developed to 
measure the trustworthiness of celebrity endorsers. Both studies look at their respective 
subject as a promotional tool. 
Customer Satisfaction 
 Scales for measuring customer satisfaction were adapted from Gustafsson, 
Johnson, and Roos (2005). Three seven-point scales were used, anchored by Very 
Satisfied / Very Dissatisfied (to measure overall satisfaction), Falls short of expectations / 
Exceeds expectations (to measure expectancy disconfirmation), and Not very close to 
ideal company / Very close to ideal company (to measure performance versus the 
customer’s ideal company). 
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Loyalty 
 Hozier and Stem’s (1985) scales for local retailer shopping loyalty were adapted 
for this study. While the original scales measured loyalty to local shopping in general, 
this study adapts them for use on an individual local business. Respondents are given four 
statements and asked to rate them on a seven-point scale anchored Strongly Agree / 
Strongly Disagree. 
Commitment  
 Scales for both affective and calculative commitment were adapted from those in 
Gustafsson, Johnson, and Roos (2005). For each construct, respondents were given three 
statements and asked to rate them on a seven-point scale anchored Strongly Agree / 
Strongly Disagree 
Trust 
Trust of the company was measured using two sets of constructs. The first set 
measures the credibility component of trustworthiness, while the second measures the 
benevolence component of trustworthiness. Credibility is “the belief that a trading partner 
is expert and reliable in conducting transactions effectively,” (Siguaw, Simpson, & 
Baker, 1998, p. 101) while benevolence is “based on the beneficial intentions and 
motives of one partner for the other” (Siguaw, Simpson, & Baker, 1998, p. 101-102). 
These scales for trust were adapted from Siguaw, Simpson, & Baker (1998), and were 
coded on a seven-point scale anchored by Strongly Agree / Strongly Disagree. 
Finally, demographics questions were included at the end of each questionnaire. 
Before administering the surveys, a small-scale pretest of the questionnaires was 
conducted to ensure understandable and accurate wording. This consisted of asking a 
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convenience sample of several individuals to take the surveys and make note of any 
unclear or problematic areas. These suggestions were used to further refine the 
questionnaires before the actual data collection began. See Figure 1 for lists of the survey 
measures used and the sources they were adapted from. Appendix I contains the actual 
questionnaire used for the small business owner study and Appendix II contains the 
questionnaire used for the customer study. 
Table 1: Survey constructs, measures, and source adapted from. 
Construct and 






(Customer Survey Q18-21) 
 
Adapted from: 
Sharma & Patterson (1999) 
The communication of 
useful information to 
customers (Sharma & 
Patterson, 1999). 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
1. The company’s social media pages keep me very well 
informed about what is going on at the company. 
2. The company’s social media pages explain concepts and 
recommendations in a meaningful way. 
3. The company’s social media pages never hesitate to give 
me as much information as I like to have. 
4. The company’s social media pages do not hesitate to 
explain to me the pros and cons of the products it 
recommends to me. 
Trustworthiness (of 
company’s social media 
presence) 






based on the amount of 
confidence an 
individual has in a 
particular message or 
communicator 
(Ohanian, 1990) 
Please rate the way you feel about the company’s social 
media page: 
1. 1 = Very Dependable, 7 = Very Undependable 
2. 1 = Very Honest, 7 = Very Dishonest 
3. 1 = Very Reliable, 7 = Very Unreliable 
4. 1 = Very Sincere, 7 = Very Insincere 
5. 1 = Very Trustworthy, 7 = Very Untrustworthy 
Customer Satisfaction 
(Customer Survey Q50-52) 
 
Adapted from: 
Gustafsson, Johnson, & Roos 
(2005) 
The level of satisfaction 
customers have for a 
company. Based on 
customer’s rating of 
satisfaction, the level to 
which the company 
meets customer 
expectations, and how 
the company compares 
to the customer’s ideal 
company (Gustafsson, 
et al, 2005). 
1. Please rate your overall satisfaction with this company.  
     1 = Very Satisfied,  
     7 = Very Dissatisfied 
2. Please rate how this company meets your expectations. * 
     1 = Falls short of expectations,  
     7 = Exceeds expectations 
3. Please rate how close this company is to the ideal 
company of this type. * 
     1 = Not very close to ideal company,  
     7 = Very close to ideal company 
Loyalty 
(Customer Survey Q62-65) 
 
Adapted from: 
Hozier & Stem (1985) 
Commitment to 
continue patronizing a 
company in the future 
(Oliver, 1999). 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
1. I will pay slightly more for products if I can buy them 
from this company. 
2. Buying from this company is an enjoyable experience. 
3. I shop at this company even when their selection is poor. 
4. I am loyal to this company. 
* indicates measures that are reverse coded. 
Italic indicates measures that were removed due to receiving low score in reliability analysis (see Data Analysis 
section). 
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Table 1: Survey constructs, measures, and source adapted from (continued). 
Construct and 









Hozier & Stem (1985) 
Commitment to 
continue patronizing a 
company in the future 
(Oliver, 1999). 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
1. My customers will pay slightly more for products if they 
can buy them from my company. 
2. My customers consider buying from my company an 
enjoyable experience. 
3. My customers will shop with me even when my selection 
is poor. 
4. My customers are loyal to my company. 
Affective Commitment 
(Customer Survey Q66-68) 
 
Adapted from: 
Gustafsson, Johnson, & Roos 
(2005) 
Commitment based on 
an emotional liking of 
a company 
(Gustafsson, Johnson, 
& Roos, 2005). 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
1. I take pleasure in being a customer of this company. 
2. This company is the one that takes the best care of their 
customers. 
3. I have feelings of trust toward the company. 
Calculative 
Commitment 
(Customer Survey Q69-71) 
 
Adapted from: 
Gustafsson, Johnson, & Roos 
(2005) 
Commitment based on 
rational evaluation of 
alternatives. Can occur 
when a company 
offers the best value 
(Wu, Zhou, & Wu, 
2012). 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
1. It pays off economically to be a customer of this 
company. 
2. I would suffer economically if the relationship were 
broken. 
3. This company has location advantages versus other 
companies. 
Trust (of company  
in general) 




Siguaw, Simpson, & Baker 
(1998) 
Trust is important for 
building relationships. 
Its two components 
are credibility and 
benevolence (good 
intentions) (Siguaw, 
Simpson, & Baker, 
1998) 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
Credibility 
1. My customers believe promises made by my company are 
reliable. 
2. My customers believe my company is knowledgeable 
about its products. 
3. My customers do not think my company makes false 
claims. 
4. My customers believe my company has problems 
understanding their position.* 
5. My customers believe my company is not open in dealing 
with them.* 
Benevolence 
1. My customers believe my company has made sacrifices 
for them in the past. 
2. My customers believe my company cares for them. 
3. My customers believe my company is like a friend 
4. My customers feel my company has been on their side. 
Trust (of company  
in general) 
(Customer Survey Q53-61) 
 
Adapted from: 
Siguaw, Simpson, & Baker 
(1998) 
Trust is important for 
building relationships. 
Its two components 
are credibility and 
benevolence (good 
intentions) (Siguaw, 
Simpson, & Baker, 
1998) 
     Scaled 1 = Strongly Agree, 7 = Strongly Disagree 
Credibility 
1. Promises made by this company are reliable. 
2. This company is knowledgeable about its products. 
3. This company makes false claims. 
4. This company has problems understanding my position.* 
5. This company is not open in dealing with me.* 
 Benevolence  
1. This company has made sacrifices for me in the past. 
2. This company cares for me. 
3. This company is like a friend 
4. I feel this company has been on my side. 
* indicates measures that are reverse coded. 
Italic indicates measures that were removed due to receiving low score in reliability analysis (see Data Analysis 
section). 
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Administering surveys and response rates 
First, both questionnaires were made into online survey instruments using Qualtrics, a 
web-based online survey software. Small business owners were contacted via phone and 
asked if they would be willing to participate. Small business owners that agreed to 
participate in the survey were then given the URL linking to the online survey so they 
could then take the survey at their convenience. However, due to an extremely low 
response rate, the survey was instead conducted using the services of an online survey 
panel of US small business owners. The Qualtrics online survey panel was used. With 
this method, the company Qualtrics contacted respondents in its panel of survey takers 
that are known to be small business owners. These small business owners were then 
asked to take the survey. Respondents for this survey were from across the United States. 
Using this method, 51 small business owners completed the survey. Nine hundred sixteen 
people started taking the small business owner survey, but did not complete the survey, 
for a completion rate of 5.6%.  
Table 2: Demographic profile of small business owner survey sample. 
 Number of Responses Percentage 
Gender   
     Male 30 58.8% 
     Female 21 41.2% 
Age   
     22 to 34 10 19.6% 
     35 to 44 21 41.2% 
     45 to 54 15 29.4% 
     55 to 64 5 9.8% 
# of Employees   
     Five or less 2 3.9% 
     6 to 10 21 41.2% 
     11 to 20 21 41.2% 
     21 to 30 4 7.8% 
     More than 30 3 5.9% 
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For the customer level survey, UNR students were asked to participate and were 
given the URL to the customer survey. Students were allowed to take the survey online at 
their convenience. One hundred thirty-six students were asked to participate in the 
survey, and ninety-seven completed the survey, for a response rate of 71.3%. In addition, 
friends and neighbors of the researchers were also asked to participate. Out of the 60 
friends asked to take they survey, 8 people completed the survey, for a response rate of 
13.3%. The overall response rate for the customer level survey was 53.6%. 
Table 3: Demographic profile of customer survey sample. 
 Number of Responses Percentage 
Gender   
     Male 51 52.0% 
     Female 47 48.0% 
Age   
     21 and Under 22 22.4% 
     22 to 34 64 65.3% 
     34 to 44 4   4.1% 
     45 to 54 5   5.1% 
     55 to 64 3   3.1% 
Income Level   
     Less than $29,999 71 72.4% 
     $30,000 to $59,999 19 19.4% 
     $60,000 to $69,999 2   2.0% 
     $90,000 or more 6   6.1% 
 
  
  20   
 
Data Analysis 
 After the finishing the collection of survey data, all data was imported into IBM 
SPSS Statistics 20. Constructs were tested for reliability, and then construct scores were 
calculated. Finally, regression and independent t-tests were used to analyze the data. 
Construct Reliability 
Cronbach’s alpha was used to test multi-item constructs for reliability. Reliability 
means that when respondents were asked multiple questions about the same construct, 
they answered similarly in each question (UCLA). For each construct, the reliability was 
calculated with both all questions, and with removing each question individually. In 
doing so, unreliable questions were removed from constructs, resulting in more reliable 
construct values. 
The construct measuring the trustworthiness of small business social media pages 
from the customer’s perspective received a very high reliability score of .936. The 
construct measuring customer’s perceptions of the communications effectiveness of small 
business social media pages had a reliability of .808. Customer customer satisfaction 
reliability was .805. Regarding the two customer commitment constructs, affective 
commitment received a reliability of .745, while calculative commitment received a 
reliability of .711. Customer calculative commitment originally had a reliability of .600. 
However, this construct’s third question received a low reliability score. Because of this 
this question was removed, resulting in a Cronbach’s alpha number of .711. The 
reliability of this study’s customer loyalty construct was a bit lower than the desired .7, 
having a Cronbach’s alpha of .678. In the customer survey, the credibility aspect of 
trustworthiness had a reliability of .659, which improved to .667 when question one was 
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removed due to a low alpha score. The benevolence aspect of trustworthiness had a 
reliability of .894, which improved to .908 when question one was removed. In the small 
business owner survey, the credibility aspect of trustworthiness had a reliability of .697, 
which improved to .705 when question two was removed. The benevolence aspect of 
trustworthiness had a reliability of .716, which improved to .823 when question one was 
removed. By removing these questions, the reliability of each survey construct was 
increased, improving the validity of the data. 
Construct means 
Reliable measures were then combined to create construct scores. Once this was 
completed, the mean values of each construct could be calculated. Using a scale of 1 
being the highest and 7 being the lowest, the mean response customers gave for the 
frequency of interacting with the company’s small business page was 5.71 (SD = .54). 
The mean value for customer trustworthiness of company social media pages was 1.86 
(SD = .71). Customers gave businesses an average score of 2.63 (SD = .98) for social 
media communications effectiveness. Customer satisfaction was 2.05 (SD = .69). Mean 
customer affective commitment was 2.33 (SD = .79), while mean customer calculative 
commitment was 3.67 (SD = 1.21). Average customer loyalty was 2.72 (SD = .89). The 
mean value for the credibility aspect of trustworthiness was 2.27 (SD = .91), while the 
mean for benevolence was 2.89 (SD = 1.13). In the small business survey, the mean value 
for the credibility aspect of trustworthiness was 2.41 (SD = 1.08), while the mean for 
benevolence was 2.23 (SD = .82). 
Table 4 contains a list of important constructs, their mean values, their standard 
deviations, and their Cronbach’s alpha reliability score.   
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Table 4: Construct means, standard deviations, & reliability. 
Item Mean value  
(1 is highest,  





Frequency of interacting 
with company social media 
pages 
5.71   .535 N/A 
Trustworthiness of 
business’s social media 
pages 
1.8615   .71278 .936 
Communication 
effectiveness of business’s 
social media pages 
2.6296   .98149 .808 
Customer satisfaction 2.0476   .69106 .805 
Affective commitment  2.3284   .79069 .745 
Calculative commitment 3.6667 1.20786 .711 
Customer loyalty 2.7214   .88623 .678 
Trustworthiness of 
company - Credibility 
2.2679   .91120 .667 
Trustworthiness of 
company - Benevolence 
2.8857 1.13485 .908 
Trustworthiness of 
company - Credibility 
(Small Business Survey) 
2.4069 1.08162 .705 
Trustworthiness of 
company - Benevolence  
(Small Business Survey) 
2.2288   .81511 .823 
 
Regression 
Following this, a linear regression analysis was performed on the data in order to 
test hypotheses H1 through H4. Linear regression was used for these hypotheses because 
it models the relationship between multiple independent variables and a dependent 
variable. It also reports the direction of the relationship (if any).  
The first regression tested a set of three hypotheses H1, shown in Table 6. 
Affective commitment was used as the dependent variable, and frequency of interacting 
on social media (H1a), social media trustworthiness (H1b), and social media 
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communications effectiveness (H1c) were used as independent variables to test the 
influences of these three independent variables on affective commitment. The resulting 
adjusted r-square value for this regression was .423, and the F value was 6.384. 
Trustworthiness of social media was found to be a significant predictor of affective 
commitment (! = .48, p < .05), supporting H1b. Frequency of interaction on social media 
(! = .15, n.s.) and communications effectiveness (! = .30, n.s.) were not found to be 
significant predictors of affective commitment. Therefore, H1a and H1c are rejected. 
Table 5 summarizes these results. 
Table 5: Results of hypotheses H1a, H1b, & H1c 
Hypothesis Result 
H1a: As customer interactions on social 
media with a business increase, customer 
affective commitment increases. 
Rejected. Number of customer interactions 
on social media does not influence 
affective commitment. 
H1b: Customers who perceive businesses 
as more trustworthy on social media have 
higher levels of affective commitment. 
Accepted. The trustworthiness of a 
company on social media does influence 
affective commitment. 
H1c: Customers who perceive businesses 
as communicating more effectively on 
social media have higher levels of affective 
commitment. 
Rejected. The effectiveness of a 
company’s communications on social 
media does not influence affective 
commitment. 
  









  .154   .938   .360 H1a Rejected 
Social media 
trustworthiness 




  .303 1.609   .124 H1c Rejected 
R2   .502  
Adjusted R2   .423 
df 102 
F 6.384 
Sig.   .004 
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The second regression tested the set of three hypotheses H2, as shown in Table 8. 
This test was done to test the influence of interactions, trustworthiness, and 
communications effectiveness on calculative commitment. Calculative commitment was 
used as the dependent variable, and frequency of interacting on social media (H2a), social 
media trustworthiness (H2b), and social media communications effectiveness (H2c) were 
used as dependent variables. The adjusted r-square value for the second regression was 
.479, and the F value was 8.038. Frequency of interaction with small businesses on social 
media (! = .16, n.s.) and trustworthiness of the small business’s social media pages (! = 
.03, n.s.) were not found to be significant predictors of calculative commitment, 
supporting H2a and H2b. Small business communications effectiveness on social media 
was found to be a significant predictor of affective commitment (! = .69, p < .001), 
supporting H2c. 
Table 7: Results of hypotheses H2a, H2b, & H2c 
Hypothesis Result 
H2a: As customer interactions on social 
media with a business increase, customer 
calculative commitment stays the same. 
Accepted. Number of customer 
interactions on social media does not 
influence calculative commitment. 
H2b: Customers who perceive businesses 
as more trustworthy on social media no not 
have higher levels of calculative 
commitment. 
Accepted. The trustworthiness of a 
company on social media does not 
influence calculative commitment. 
H2c: Customers who perceive businesses 
as communicating more effectively on 
social media have higher levels of 
calculative commitment. 
Accepted. The effectiveness of a 
company’s communications on social 
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  .160 1.055   .304 H2a Accepted 
Social media 
trustworthiness 




  .691 4.211   .000 H2c Accepted 
R2   .547  
Adjusted R2   .479 
dF 102 
F 8.038 
Sig.   .001 
 
The third regression tested the set of three hypotheses H3, and is shown in Table 
10 below. This regression used customers’ satisfaction as the dependent variable and 
used social media interactions (H3a), trustworthiness (H3b), and communications 
effectiveness (H3c) as independent variables, to test the influence of these variables on 
satisfaction. The resulting adjusted r-square value for this regression was .122, and the F 
value was 2.113. All three hypotheses (H3a, H3b, and H3c) were not supported, because 
frequency of interaction on social media (! = .25, n.s.), trustworthiness of social media 
pages (! = .30, n.s.), and communications effectiveness (! = .14, n.s.) were not found to 
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Table 9: Results of hypotheses H3a, H3b, & H3c 
Hypothesis Result 
H3a: As customer interactions on social 
media with a business increase, customer 
satisfaction increases.  
Rejected. The number of customer 
interactions on social media does not 
influence satisfaction. 
H3b: Customers who perceive businesses 
as more trustworthy on social media have 
higher levels of customer satisfaction. 
Rejected. The trustworthiness of a 
company on social media does not 
influence satisfaction. 
H3c: Customers who perceive businesses 
as communicating more effectively on 
social media have higher levels of customer 
satisfaction. 
Rejected. The effectiveness of a 
company’s communications on social 
media does not influence satisfaction. 
  









  .245 1.249   .225 H3a Rejected 
Social media 
trustworthiness 




  .138   .647   .525 H3c Rejected 
R2   .232  
Adjusted R2   .122 
dF 102 
F 2.113 
Sig.   .129 
 
The last regression analysis tested hypothesis set H4. Detailed results from this 
regression can be seen in Table 12. Loyalty was used as the dependent variable, and 
frequency of interacting on social media (H4a), social media trustworthiness (H4b), and 
social media communications effectiveness (H4c) were used as dependent variables. This 
regression tested to see if these three variables influence customer loyalty. The adjusted r-
square value for the second regression was .369, and the F value was 5.474. Frequency of 
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interaction with small businesses on social media (! = .25, n.s.) and trustworthiness of the 
small business’s social media pages (! = .27, n.s.) were not found to be significant 
predictors of loyalty, meaning H4a and H4b are not supported. Small business 
communications effectiveness on social media was found to be a significant predictor of 
loyalty (! = .44, p < .05), supporting H4c. These results are summarized in Table 11. 
Table 11: Results of hypotheses H4a, H4b, & H4c 
Hypothesis Result 
H4a: As customer interactions with a 
business increase, customer loyalty 
increases. 
Rejected. The number of customer 
interactions on social media does not 
influence loyalty. 
H4b: Customers who perceive businesses 
as more trustworthy on social media are 
more loyal to the company. 
Rejected. The trustworthiness of a 
company on social media does not 
influence loyalty. 
H4c: Customers who perceive businesses 
as communicating more effectively on 
social media are more loyal to the 
company. 
Accepted. The effectiveness of a 
company’s communications on social 
media does influence satisfaction. 
  









  .251 1.502   .149 H4a Rejected 
Social media 
trustworthiness 




  .441 2.440   .024 H4c Accepted 
R2   .451  
Adjusted R2   .369 
dF 102 
F 5.474 
Sig.   .007 
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Frequency of interaction (posting, commenting, and sharing) with the company’s 
social media page was not significantly related to affective commitment, calculative 
commitment, customer satisfaction, or customer loyalty. Therefore, hypotheses H1a, 
H2a, H3a, and H4a were all unsupported by the customer data. Hypothesis H1b was 
supported (p = .019, "!#!$%&'), showing a significantly positive influence of the 
trustworthiness of a company’s social media page on customer affective commitment. 
H1c was not supported. There was no link between trustworthiness of social media pages 
and calculative commitment (p = .856), but there was a significant relationship between 
communications effectiveness and calculative commitment (p = .001), supporting 
hypothesis H2c. Finally, a significant relationship between communications effectiveness 
and loyalty was found, supporting H4c. 
 
Independent t-tests 
 Hypotheses groups H5 and H6 are not testing for the causal linkage between two 
constructs, but rather comparing the differences between two groups. Because of this, 
independent samples t-tests, which are used to test for differences between two groups, 
were performed to test these hypotheses. The two groups being compared are people and 
small businesses that use social media and people and small businesses that do not use 
social media. 
 To test hypothesis H5a, an independent samples t-test was conducted to compare 
trust (credibility) in small businesses that use social media and small businesses that do 
not use social media. There was a significant difference in the scores for businesses with 
social media (Mean = 2.66, SD = 1.07) and without social media (Mean = 1.86, SD = 
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.92)(t(49) = -2.58, p < .05). However, the direction was the opposite of what was 
predicted in H5a. Hypothesis H5a predicted small business owners who use social media 
would have higher levels of trust/credibility than those who do not. However, the data 
actually shows that small business owners who use social media thought their customers 
had lower levels of trust/credibility than those who do not use social media. For 
hypothesis H5b, a second t-test was conducted to compare trust (benevolence) in small 
businesses that use social media and small businesses that do not. There was not a 
significant difference in the scores for businesses with social media (Mean = 2.29, SD = 
.79) and without social media (Mean = 2.10, SD = .88)( t(49) = -7.35, n.s.). This means 
that H5a and H5b were not supported by the data. 
 Hypothesis H5c was tested next, testing the same variables as H5a, but using the 
customer data set rather than data provided by small business owners. First an 
independent samples t-test was conducted to compare the level of trust (credibility) 
customers who interact with the business on social media have and the level of trust 
(credibility) customers who do not interact with the business on social media have. The 
difference in the scores for customers who use social media (Mean = 2.54, SD = .92) and 
who do not use social media (Mean = 2.12, SD = .88) was not significant (t(68) = 1.90, 
n.s.) at a 95% confidence level, but was very close, with a P value of .06 (< .05 needed). 
At the 90% confidence level, there is a significant difference. As with the small business 
owner survey, this difference is the opposite of that predicted in H5c: customers who use 
social media to interact with businesses rated businesses lower in credibility than those 
who do not. For benevolence (H5d), there was not a significant difference in the scores 
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for customers with social media (Mean = 2.75, SD = 1.32) and without social media 
(Mean = 2.96, SD = 1.03)( t(68) = -7.62, n.s.). H5c and H5d were not supported. 
Table 13: Results of hypotheses H5a, H5b, H5c, & H5d 
Hypothesis Result 
H5a: Small businesses that use social 
media will have higher levels of customer 
trust (credibility) than those that do not use 
social media. 
Rejected. Small businesses that use social 
media do not have higher levels of 
credibility than those that do not use social 
media. In fact, credibility is actually lower 
among businesses that use social media. 
H5b: Small businesses that use social 
media will have higher levels of customer 
trust (benevolence) than those that do not 
use social media. 
Rejected. Small businesses that use social 
media do not have higher levels of 
benevolence than those that do not use 
social media. 
H5c: Customers who interact with 
businesses on social media have higher 
levels of trust (credibility) towards the 
company than those that do not use social 
media. 
Rejected. Customers who interact with 
businesses on social media do not have 
higher levels of credibility towards the 
company than those that do not use social 
media. 
H5d: Customers who interact with 
businesses on social media have higher 
levels of trust (benevolence) towards the 
company than those that do not use social 
media. 
Rejected. Customers who interact with 
businesses on social media do not have 
higher levels of benevolence towards the 
company than those that do not use social 
media. 
  











Trust (Cred.) – 
Business Survey 
Yes 2.657 1.0677 -2.578 49 .013 H5a Rejected 
No 1.859   .9218 
Trust (Benev.) – 
Business Survey 
Yes 2.286   .7927  -.735 49 .466 H5b Rejected 
No 2.104   .8753 
Trust (Cred.) – 
Customer Survey 
Yes 2.540   .9233 1.897 68 .062 H5c Rejected 
No 2.117   .8784 
Trust (Benev.) – 
Customer Survey 
Yes 2.747 1.3168  -.762 68 .449 H5d Rejected 
No 2.963 1.0280 
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 The next t-test conducted compared business owners’ perceptions of customer 
loyalty between businesses that use social media and those that do not. Hypothesis H6a 
was not supported, because there was not a significant difference in the scores for 
businesses with social media (Mean = 2.58, SD = .79) and without social media (Mean = 
2.65, SD = .99); t(49) = -.735, n.s. To test hypothesis H6b, an independent samples t-test 
was done to compare the level of loyalty customers who interact with the business on 
social media have with that of customers who do not. There was not a significant 
difference in loyalty between customers who use social media (Mean = 2.64, SD = 1.14) 
and who do not use social media (Mean = 2.77, SD = .72); t(68) = -.57, n.s. This means 
H6b was also not supported. 
Table 15: Results of hypotheses H6a & H6b 
Hypothesis Result 
H6a: Small businesses that use social 
media will have higher levels of customer 
loyalty than those that do not use social 
media. 
Rejected. Small businesses that use social 
media do not have higher levels of 
customer loyalty than those that do not use 
social media. 
H6b: Customers who interact with small 
businesses on social media will have higher 
levels of loyalty than those that do not use 
social media. 
Rejected. Customers who interact with 
small businesses on social media will have 
no higher levels of loyalty than those that 
do not use social media. 
 











Loyalty – Business 
Survey 
Yes 2.581   .7935  -.735 49 .803 H6a Rejected 
No 2.646   .9923 
Loyalty – Customer 
Survey 
Yes 2.640 1.1367  -.570 68 .570 H6b Rejected 
No 2.767   .7218 
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Other Findings 
Social media site usage 
Among this study’s sample of customers, Facebook was the most popular social 
network to follow businesses on, used by 85% of customers who use small business 
social media pages. Twitter was used by 9%, and Instagram and Yelp were each used by 
3% of respondents who use small business social media pages.  
Figure 1: Social networks customers use to follow small businesses  
(Customer survey question 11) 
 
Small businesses used a wider range of social networks, including Facebook (91% 
of businesses that use social media), Twitter (62% of businesses that use social media), 
YouTube (41% of businesses that use social media), Pinterest (29% of businesses that use 
social media), and FourSquare (12% of businesses that use social media). Figure 1 
contains social networks used by customers, and Figure 2 lists the social networks used 















Facebook Twitter Instagram Yelp 
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Figure 2: Social networks used by small businesses 
(Small business owner survey question 19) 
 
Reasons for using social media  
Customers where asked to rate a number of incentives to participating in a 
company’s social media page, on a 7-point scale from 7 = Very Important to 1 = Very 
Unimportant. The incentive customers identified as most important was “learning about 
events or sales,” which received a mean rating of 6.6 out of 7. “Learning about new 
products” (6.3), “obtaining discounts (6.0), “sharing enjoyment with other members” 
(6.0), and “gaining information about the company” (5.9) were all included in the top five 
responses. Figure 3 presents the full list of how customers rated each incentive to social 
media participation. The higher the number in this chart, the more important customers 
thought that reason for using social media was. The highest possible rating is seven, 




















Facebook Twitter YouTube Pinterest FourSquare Other 
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Figure 3: Reasons customers visit small business’ social media pages 
(Customer survey questions 22-35) 
 
Small business owners were given a list of reasons to use social media, and were 
asked to select the ones that applied to them. The number one reason small business 
owners provided for using social media was building brand awareness (85%). Fifty-nine 
percent of small businesses chose “offering discounts,” 59% chose “providing a place to 
discuss the company,” 56% chose “announce new products,” and 50% chose “build brand 









6.0 6.0 5.9 5.9 
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Figure 4: Reasons small businesses use social media 
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Discussion 
The data analysis of this study has shown that the use of social media does not 
significantly impact the commitment, satisfaction, or loyalty of small business customers. 
There was no statistical relationship between the frequency with which customers interact 
with small businesses on social media by posting, commenting, and sharing and any of 
these factors. Furthermore, the use of social media seems to have a negative effect on the 
overall level of credibility customers give businesses.  
 There were some positive findings for users of social media. This study did show 
that, among customers who use social media, the perceived trustworthiness of a small 
business’s social media presence has a positive impact on customer affective 
commitment. This study also showed that the more effective a company is at 
communicating through social media, the higher customer calculative commitment and 
loyalty are. As expected, trustworthiness of social media pages was not shown to 
significantly affect calculative commitment. This is likely because calculative 
commitment is based solely on rational economic factors. Trust does not seem to play a 
role in determining calculative commitment. 
These findings point to a different motivation for using social media. This study 
focused on factors such as commitment, satisfaction, and loyalty, and found that social 
media use did not make a significant difference. What, then, is the reason social media 
use is becoming more prevalent among businesses (Hameed, 2011)? Some other findings 
of this study’s surveys point to some potential answers. The number one reason small 
business owners said they use social media is to increase brand awareness. Brand 
awareness deals with letting new customers know about the company and its products, 
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not increasing loyalty in current customers as this study focused on. Customers seemed to 
focus on news, such as learning about events, new products, and sales. Again, these 
reasons for using social media are not part of the social identity framework used by this 
study. 
These results have a few implications for small business owners.  If small 
business owners choose to have a social media page, they must spend the time required to 
make it useful to customers. For example, while this study showed there was not a 
significant difference in commitment between companies that use social media and those 
that do not, among companies that do use social media, trustworthiness and 
communications effectiveness do have an impact. This means that social media, if done 
incorrectly, can hurt small businesses. For example, if a small business’s social media 
page does not convey a sense of trustworthiness to customers, it is possible that the 
customer’s overall trust in the business could suffer. 
First, small businesses that use social media must ensure they are seen as 
trustworthy on social media. Areas of trustworthiness that business owners can focus on 
include dependability, honesty, reliability, and sincerity. By emphasizing these 
characteristics on their social media pages, businesses can increase affective 
commitment. Also, while small businesses that use social media have lower levels of 
credibility, credibility is not lower for small business whose social media presence is seen 
as trustworthy. Being seen as trustworthy on social media can help negate the reduced 
credibility that can come from social media use.  
Second, businesses that use social media should ensure they are communicating 
effectively. This includes keeping customers informed on what is going on at the 
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company, giving customers as much information as they want, explaining pros and cons 
of products, and explaining concepts in a meaningful way. In doing this, businesses can 
show customers that they have the best value offering.  
Finally, small business owners should not use social media primarily as a tool for 
increasing customer retention or satisfaction, as it does not make a significant impact. 
This does not mean that small businesses should not use social media, but that it is not an 
effective tool for increasing loyalty and satisfaction. Instead, small business owners that 
choose to use social media should be sure to give customers the content they want, such 
as news on events, sales, and products, and information on the company and its offerings 
(as identified in Figure 3). 
As social media use was shown in this study to not influence loyalty, small 
businesses should primarily look to other marketing tactics for ways to increase loyalty. 
One possible method that can be used is to create a loyalty program of some kind. An 
effective program would encourage customers to shop at the small business repeatedly by 
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Limitations & future studies 
Contrary to what was predicted in hypotheses H1a, H2a, H3a, and H4a, the 
frequency with which customers post, comment, or share with a small business’s social 
media page did not seem to be related to commitment, satisfaction, or loyalty. A potential 
reason for this result is the design of the questionnaire. To determine how often 
customers post, comment, or share with the small business’s social media pages, 
respondents were given the options of “more than once per day,” “once per day,” “once 
every three days,” “once every week,” “once every month,” and “less than once a 
month.” However, 75.0% of respondents chose “less than once a month,” 21.4% chose 
“once every month,” and only 3.6% chose “once every week.” The fact that almost all 
respondents were in the two lowest categories may have negatively influenced the 
analysis. For future studies, it may be better to provide more options for less than once a 
month. Alternatively, customers could be asked a question similar to “how many times 
did you post to, comment on, or share from the company’s social media pages in the last 
6 months.” 
A second limitation to this study was the small sample size. While the sample of 
148 people was as large as possible given the time and financial constraints of the study, 
a larger sample would have allowed more analysis. A larger sample size would also 
increase the likelihood of the data being an accurate representation of the true population. 
Finally, the customer survey was given primarily to college students. It is possible 
that the small business shopping habits and social media usage of this group differs from 
the population in general. A difference could be caused by several factors. One factor that 
could have an effect is income. In this study, 72% of customers had a yearly income less 
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than $30,000. Available income may influence shopping habits. Age, community size 
and type, and cultural factors could play significant roles in data results. Future studies 
should include a wider demographic variety. 
Another direction for future research in this area is to closely examine a larger 
range of uses for social media. Additional reasons for small businesses to use social 
media include building brand awareness and announcing new products and events. Social 
media use may have a larger impact on these areas than it does on loyalty and 
commitment. Further research will allow a more complete picture to be drawn of social 
media use as a promotional strategy.   
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I am business student at the University of Nevada, Reno. I am conducting a survey of small business 
owners. The goal of this survey is to learn more about how small business owners use online social media 
to increase customer retention. Your thoughts are very important to me, so please take about 15 minutes of 
your time to complete the survey. 
  
You are being asked to participate because you are a small business owner. Fifty people are expected to be 
enrolled in this study. 
  
If you agree to participate in this research study, you will be asked to complete a survey, which will take 
approximately fifteen minutes of your time. There may be no direct benefits to you as a participant in this 
study, but the findings of this study could contribute to the fields of marketing and entrepreneurship. Your 
responses will remain anonymous. 
  
Your identity will be protected to the extent allowed by law.  You will not be personally identified in any 
reports or publications that may result from this study. The Department of Health and Human Service 
(HHS), other federal agencies as necessary, and the University of Nevada, Reno Social Behavioral 
Institutional Review Board may inspect your study records. 
  
The study records will be securely stored in electronic form in a locked location, and will be retained for 
three (3) years after the completion of the study. 
  
You may refuse to participate or withdraw from the study at any time. There are no penalties for not 
participating. You will be told of any significant new findings developed during the course of this study, 
which may relate to your willingness to continue participation. 
  
If you have questions about this study, please contact the investigators: Anthony Lewis at (775) 815-6725 
or Dr. Hyo Jeon at (775) 682-9166. 
  
You may ask about your rights as a research subject or you may report (anonymously if you so choose) any 
comments, concern, or complaints to the University of Nevada, Reno Social Behavioral Institutional 
Review Board, telephone number (775) 327-2368, or by addressing a letter to the Chair of the Board, c/o 
UNR Office of Human Research Protection, 205 Ross Hall / 331, University of Nevada, Reno, Reno, 
Nevada, 89557. 
  
By clicking the button below, you agree that you have read this consent form, the study and your rights as a 
research subject have been explained to you, and all your questions have been answered. 
  
If you do not take part in this study, your refusal to participate will involve no penalty or loss of rights to 
which you are entitled. You may withdraw from this study at any time without penalty [or loss of other 
benefits to which you are entitled]. 
 
Section 1: Web site 
 
1.  Does your company have a website? 
___ Yes (1) 
___ No (2) 
 
 
If your company does not have a 
website, please proceed to social 
media section. 
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2.  If you have a company website, how often is it typically updated? 
___ More than once per day   (1) 
___ Once per day     (2) 
___ Once every three days    (3) 
___ Once every week    (4) 
___ Once every month    (5) 
___ Less than once a month   (6) 
 
Please rate the way you believe your customers think about your website: 
 







































Insincere Very Insincere 

























8.  The site is easy to use.        
9.  The process for browsing 
the website is clear. 
       
10.  The site is engaging and 
captures attention. 
       
11.  Information on the site 
can be obtained quickly 
       
12.  The site is visually 
appealing. 
       
13.  The site has testimonials/ 
endorsements by past users. 
       
14.  It is easy to interact with 
other users of this site who 
may have bought things from 
my company or who use the 
site frequently. 
       
15.  There are photos of 
people, families, or kids on 
the site. 
       
16.  The site allows user 
direct input or posting to site. 
       
17.  The site has bios of 
company owner(s) or 
employees. 
       
18.  Informative articles or 
editorial content are present. 
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Section 2: Social media sites 
 
19.  Which of the following online social networks does your company use? Please select all that apply. 
 ___ Facebook      (1) 
 ___ Twitter      (2) 
 ___ FourSquare      (3) 
 ___ Pinterest      (4) 
 ___ YouTube      (5) 
 ___ Other      (6) 
 ___ My company does not use online social media  (7) 
 
20.  How often are your company’s social media pages typically updated? 
 ___ More than once per day    (1) 
 ___ Once per day     (2) 
 ___ Once every three days    (3) 
 ___ Once every week     (4) 
 ___ Once every month     (5) 
 ___ Less than once a month    (6) 
 
21.  What is your purpose in using social media? Please select all that apply. 
 ___ New product announcements      (1) 
 ___ Offer discounts, coupons, etc. to customers    (2) 
 ___ Build brand awareness      (3) 
 ___ Provide a place for customers to talk about your products/company (4) 
 ___ Generate brand excitement      (5) 
 ___ Other        (6) 
 
Please rate the way you believe your customers think about your online social network: 
 



















Dishonest Very Dishonest 


















Insincere Very Insincere 
























If your company does not 
use online social media, 
please proceed to 
customer section. 
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27.  The social media pages 
keep customers very well 
informed about what is going 
on at the company. 
       
28.  The social media pages 
explain concepts and 
recommendations in a 
meaningful way. 
       
29.  The social media pages 
never hesitate to give 
customers as much 
information as they like to 
have. 
       
30.  The social media pages 
do not hesitate to explain to 
customers the pros and cons 
of the products it 
recommends. 
       
 













31.  The social media page is 
engaging and captures 
attention. 
       
32.  Information on the social 
media page can be obtained 
quickly 
       
33.  The social media page is 
visually appealing. 
       
34.  The social media page 
has testimonials/ 
endorsements by past users. 
       
35.  It is easy to interact with 
other users of this social 
media page who may have 
bought things from my 
company or who use the page 
frequently. 
       
36.  There are photos of 
people, families, or kids on 
the social media page. 
       
37.  Informative articles or 
editorial content are present. 
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38.  An opinion leader is someone who influences the actions and thoughts of others in his/her network. Is 
there an opinion leader that participates in your business’s online social networks? 
___ Yes   (1) 
___ No    (2) 
___ Don’t Know  (3) 
 
 
Section 3: Customers 
 













39.  My customers believe 
promises made by my 
company are reliable. 
       
40.  My customers believe my 
company is knowledgeable 
about its products. 
       
41.  My customers do not 
think my company makes 
false claims. 
       
42.  My customers believe my 
company has problems 
understanding their position. 
       
43.  My customers believe my 
company is not open in 
dealing with them. 
       
44.  My customers believe my 
company has made sacrifices 
for them in the past. 
       
45.  My customers believe my 
company cares for them. 
       
46.  My customers believe my 
company is like a friend. 
       
47.  My customers feel my 
company has been on their 
side. 

































48.  My customers will pay 
slightly more for products if 
they can buy from my 
company. 
       
49.  My customers consider 
buying from me an enjoyable 
experience 
       
50.  My customers will shop 
with me even when my 
selection is poor. 
       
51.  My customers are loyal 
to my company. 
       
52.  My customers take 
pleasure in being customers 
of my company. 
       
53.  My customers believe my 
company is the one that takes 
the best care of its customers. 
       
54.  My customers have 
feelings of trust toward my 
company. 
       
55.  My customers believe it 
pays off economically to be a 
customer of my company. 
       
56.  My customers believe 
they would suffer 
economically if the 
relationship were broken. 
       
57.  My customers believe my 
company has location 
advantages versus other 
companies. 
       
 













58.  I consider myself to be 
quite knowledgeable about 
Internet sites in general. 
       
59.  I am confident in my 
ability to assess 
trustworthiness of web sites. 
       
60.  I am confident in my 
ability to assess the quality of 
a site. 
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Section 4: Demographics 
 
61.  What is your gender? 
___ Male    (1) 
___ Female    (2) 
 
62.  Please select your age group: 
___ 21 and Under   (1) 
___ 22 to 34    (2) 
___ 35 to 44    (3) 
___ 45 to 54    (4) 
___ 55 to 64    (5) 
___ 65 and Over    (6) 
 
63.  How many years of formal education have you had after high school? 
_____ Years 
 
64.  Did you own a business prior to your current company? 
___ Yes  (1) 
___ No  (2) 
 
65.  Have any of your immediate family members owned a business? 
___ Yes  (1) 
___ No  (2) 
 
66.  How long have you owned your business? 
_____ Years 
 
67.  Approximately how many hours do you work per week? 
_____ Hours 
 
68.  How many employees do you have? 
___ Five or less    (1) 
___ 6 to 10    (2) 
___ 11 to20    (3) 
___ 21 to 30    (4) 
___ More than 30   (5) 
 
69.  Please select the option that best represents the type of business your company is. 
___ I started my business myself   (1) 
___ My company is a family business  (2) 
___ I am a licensee and/or a franchisee  (3) 
___ My company is a partnership   (4) 
___ Other (please specify)    (5) 
 
70.  Please select the industry that your company is part of. 
___ Restaurant and/or Bar    (1) 
___ Retail     (2) 
___ Agriculture, Forestry, & Fishing  (3) 
___ Construction     (4) 
___ Manufacturing    (5) 
___ Transportation    (6) 
___ Wholesale / Distributors   (7) 
___ Finance, Insurance, & Real Estate  (8) 
___ Services     (9) 
___ Other (please specify)    (10)  
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I am business student at the University of Nevada, Reno. I am conducting a survey of consumers. The goal 
of this survey is to learn more about how consumers interact with businesses and other consumers using 
online social media. Your thoughts are important to me, so please take about 15 minutes of your time to 
complete the survey. 
  
150 people are expected to be enrolled in this study. 
  
If you agree to participate in this research study, you will be asked to complete a survey, which will take 
approximately fifteen minutes of your time. There may be no direct benefits to you as a participant in this 
study, but the findings of this study could contribute to the fields of marketing and entrepreneurship. 
  
Your identity will be protected to the extent allowed by law.  You will not be personally identified in any 
reports or publications that may result from this study. The Department of Health and Human Service 
(HHS), other federal agencies as necessary, and the University of Nevada, Reno Social Behavioral 
Institutional Review Board may inspect your study records. 
  
The study records will be securely stored in electronic form in a locked location, and will be retained for 
three (3) years after the completion of the study. 
  
There will be no cost to you nor will you be compensated for participating in this research study. 
  
You may refuse to participate or withdraw from the study at any time. There are no penalties for not 
participating. If the study design or use of the data is to be changed, you will be so informed and your 
consent re-obtained. You will be told of any significant new findings developed during the course of this 
study, which may relate to your willingness to continue participation. 
  
If you have questions about this study or wish to report a research-related injury, please contact the 
investigators: Anthony Lewis at (775) 815-6725 or Dr. Hyo Jeon at (775) 682-9166. 
  
You may ask about your rights as a research subject or you may report (anonymously if you so choose) any 
comments, concern, or complaints to the University of Nevada, Reno Social Behavioral Institutional 
Review Board, telephone number (775) 327-2368, or by addressing a letter to the Chair of the Board, c/o 
UNR Office of Human Research Protection, 205 Ross Hall / 331, University of Nevada, Reno, Reno, 
Nevada, 89557. 
  
I have read this consent form. The study has been explained to me and all of my questions have been 
answered. I have been told of the risks or discomforts and possible benefits of the study. 
  
If I do not take part in this study, my refusal to participate will involve no penalty or loss of rights to which 
I am entitled. I may withdraw from this study at any time without penalty [or loss of other benefits to which 
I am entitled]. 
  
I have been told my rights as a research subject, and I voluntarily consent to participate in this study. I have 









1.  Do you frequently patronize a local small business? 
___ Yes  (1) 







2.  Please enter the name of the local small business you frequently patronize. 
_____ 
 
Section 1: Web site 
 
3.  Have you visited the company’s website? 
___ Yes  (1) 
___ No  (2) 
 
4.  How often do you visit the company’s website? 
___ More than once per day   (1) 
___ Once per day     (2) 
___ Once every three days    (3) 
___ Once every week    (4) 
___ Once every month    (5) 
___ Less than once a month   (6) 
 
Please rate the way you feel about the company’s website: 




















Dishonest Very Dishonest 



















Insincere Very Insincere 























If no, please proceed to social 
media section. 
If yes, please think about 
that business, and answer 
the following questions 
based on your experiences 
with that company. If no, please proceed to 
Demographics section 




Section 2: Social media sites 
 
10.  Do you participate in any of the company’s social media pages? 
___ Yes  (1) 
___ No  (2) 
 
 
11.  Which of the following social network pages that the company has do you participate in? Please select 
all that apply. 
___ Facebook     (1) 
___ Twitter     (2) 
___ FourSquare     (3) 
___ Pinterest     (4) 
___ YouTube     (5) 
___ Other     (6) 
 
12.  How often do you post to, comment on, or share from the company’s social media pages? 
___ More than once per day   (1) 
___ Once per day     (2) 
___ Once every three days    (3) 
___ Once every week    (4) 
___ Once every month    (5) 
___ Less than once a month   (6) 
 
Please rate the way you feel about the company’s social media page: 
 




















Dishonest Very Dishonest 



















Insincere Very Insincere 
























If no, please proceed to Section 3. 


















18.  The company’s social 
media pages keep me very 
well informed about what is 
going on at the company. 
       
19.  The company’s social 
media pages explain concepts 
and recommendations in a 
meaningful way. 
       
20.  The company’s social 
media pages never hesitate to 
give me as much information 
as I like to have. 
       
21.  The company’s social 
media pages do not hesitate to 
explain to me the pros and 
cons of the products it 
recommends to me. 































  55   
 
Please rate how important you consider the following incentives to participating on a company’s online 













22.  Gaining 
prestige in the 
community 
       
23.  Sharing 
enjoyment with 
other members 
       
24.  Finding 
friends/peers in 
the community 
       
25.  Product 
suggestions/ 
evaluations 
       




       
27.  Expressing 
my identity 
       
28.  Seeking/ 
Providing 
advice 
       




       
30.  Obtaining 
discounts / 
coupons 
       




       
32.  Learning 
about new 
products 
       
33.  Learning 
about events or 
sales 
       





       
35. Participating 
in contests 
       
36.  Viewing 
posts, images, or 
videos from the 
company 
       
37.  Viewing 
posts, images, or 
videos from 
other customers 
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38.  What would you say is the primary reason you participate on a company’s online social media page? 
_____ 
 
39.  An opinion leader is someone who influences the actions and thoughts of others in his/her network. Is 
there an opinion leader that participates the company’s online social networks? 
___ Yes    (1) 
___ No    (2) 




Please rate how much you agree or disagree with the following statements about the type of products the 













40.  My friends and neighbors 
often ask my advice about 
these products. 
       
41.  I sometimes influence the 
types of these products my 
friends buy. 
       
42.  My friends come to me 
more often than I go to them 
for information about these 
products. 
       
43.  I am generally regarded 
by my friends and neighbors 
as a good source of advice 
about these products. 
       
44.  I can think of at least two 
people whom I have told 
about these products in the 
last six months. 
       
45.  I often seek out the 
advice of my friends 
regarding which these 
products I buy. 
       
46.  I spend a lot of time 
talking with my friends about 
these products. 
       
47.  My friends or neighbors 
usually give me good advice 
on what brands to buy. 
       
48.  I feel more comfortable 
buying these products when I 
have gotten other people's 
opinions. 
       
49.  I don't like to talk to 
others before I buy these 
products. 
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51.  On a scale of 1-7, please rate how this company meets your expectations: 
Falls short of expectations  __   __   __   __   __   __   __  Exceeds expectations 
 
52.  On a scale of 1-7, please rate how close this company is to the ideal company of this type: 
Not very close to ideal company __   __   __   __   __   __   __  Very close to ideal company 
 













53.  Promises made by this 
company are reliable. 
       
54.  This company is 
knowledgeable about its 
products. 
       
55.  This company does not 
make false claims. 
       
56.  This company has problems 
understanding my position. 
       
57.  This company is not open in 
dealing with me. 
       
58.  This company has made 
sacrifices for us in the past. 
       
59.  This company cares for me.        
60.  This company is like a 
friend. 
       
61.  I feel this company has been 
on my side. 
       
62.  I will pay slightly more for 
products if I can buy them from 
this company. 
       
63.  Buying from this company 
is an enjoyable experience. 
       
64.  I shop at this company even 
when their selection is poor. 
       
65.  I am loyal to this company.        
66.  I take pleasure in being a 
customer of this company. 
       
67.  This company is the one that 
takes the best care of their 
customers. 
       
68.  I have feelings of trust 
toward the company. 
       
69.  It pays off economically to 
be a customer of this company. 
       
70.  I would suffer economically 
if the relationship were broken. 
       
71.  This company has location 
advantages versus other 
companies. 
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72.  I consider myself to be 
quite knowledgeable about 
Internet sites in general. 
       
73.  I am confident in my 
ability to assess 
trustworthiness of web sites. 
       
74.  I am confident in my 
ability to assess the quality of 
a site. 
       
 
75.  How often do you use the internet? 
___ More than once per day  (1) 
___ Once per day    (2) 
___ Once every three days   (3) 
___ Once every week   (4) 
___ Once every month   (5) 
___ Less than once a month  (6) 
 
76.  What is your gender? 
___ Male    (1) 
___ Female    (2) 
 
77.  Please select your age group: 
___ 21 and Under   (1) 
___ 22 to 34    (2) 
___ 35 to 44    (3) 
___ 45 to 54    (4) 
___ 55 to 64    (5) 
___ 65 and Over    (6) 
 
78.  What is your current employment status? 
___ Employed full time   (1) 
___ Employed part time   (2) 
___ Unemployed (looking for work) (3) 
___ Not employed (not looking for work) (4) 
___ Homemaker    (5) 
___ Retired    (6) 
___ Student    (7) 
 
79.  How many years of formal education have you had after high school? 
_____ Years 
 
80.  How many people (including yourself) live in your household? 
_____ People 
 
81.  What is your income level? 
___ Less than $29,999   (1) 
___ $30,000 to $59,999   (2) 
___ $60,000 to $89,999   (3) 
___ $90,000 or more   (4) 
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Appendix III: Correlation Tables 
 The correlation tables for this study are provided below. The bold column and 
row labels each correspond to a question number in the surveys. Inside the tables are the 
Pearson correlation numbers. Refer to Appendices I and II for the questionnaires. Table 1 
in the Methodology section lists the constructs these questions are a part of. 
 
Small business owner survey 
 39 40 41 42 43 44 45 46 47 48 49 50 51 
39 1             
40 .572 1            
41 .544 .523 1           
42 .284 .088 .324 1          
43 .245 .117 .181 .788 1         
44 .213 .276 .043 .014 -.081 1        
45 .444 .353 .467 .218 .229 .158 1       
46 .507 .378 .305 .201 .292 .153 .597 1      
47 .485 .272 .307 .245 .221 .333 .634 .596 1     
48 .250 .202 .013 -.072 -.010 .011 .468 .338 .311 1    
49 .210 .251 .220 -.174 -.086 -.070 .458 .273 .358 .301 1   
50 -.231 -.217 -.170 -.327 -.523 .145 -.054 -.151 .014 -.166 .198 1  
51 .635 .392 .406 .421 .378 .304 .711 .613 .554 .377 .310 -.101 1 
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Customer survey 
 13 14 15 16 17 18 19 20 21 50 51 52 53 54 55 56 57 58 59 60 61 62 63 64 65 66 67 68 69 70 71 
13 1                               
14 .680 1                              
15 .739 .749 1                             
16 .665 .804 .835 1                            
17 .512 .779 .794 .776 1                           
18 .452 -.040 .162 -.038 -.130 1                          
19 .578 .369 .499 .525 .359 .446 1                         
20 .493 .256 .434 .196 .342 .426 .548 1                        
21 .442 .130 .263 .047 .221 .553 .456 .730 1                       
50 .495 .440 .567 .475 .517 .022 .236 .323 .213 1                      
51 .502 .233 .372 .230 .165 .233 .278 .455 .330 .667 1                     
52 .277 .195 .267 .223 .042 .152 .284 .347 .035 .451 .683 1                    
53 .739 .462 .661 .539 .466 .348 .424 .541 .508 .359 .314 .353 1                   
54 .254 .344 .198 .419 .446 .172 .295 .086 .083 .543 .358 .273 .189 1                  
55 .389 .391 .402 .371 .570 .109 .312 .149 .184 .596 .421 .202 .361 .565 1                 
56 .028 .289 .144 .400 .335 -.268 .009 -.076 -.295 .128 .127 .243 .281 .182 .226 1                
57 -.152 .053 -.025 .273 .122 -.324 -.172 -.335 -.575 .182 .169 .143 .017 .236 .261 .656 1               
58 .283 .160 .234 .120 .149 .067 .188 .388 .399 .340 .336 .270 .187 .354 .308 -.142 -.077 1              
59 .188 .140 .338 .345 .298 -.065 .116 .283 .295 .403 .269 .227 .324 .221 .346 .062 .048 .621 1             
60 .214 .233 .379 .314 .297 .007 .267 .336 .344 .420 .357 .328 .234 .374 .264 -.097 -.045 .626 .739 1            
61 .340 .178 .401 .303 .344 .044 .306 .401 .427 .425 .292 .250 .307 .369 .278 -.130 -.072 .629 .733 .833 1           
62 .200 -.093 .362 -.129 .059 .177 .015 .399 .334 .272 .248 .332 .151 .166 .063 -.112 -.172 .310 .338 .496 .422 1          
63 .592 .410 .476 .499 .366 .164 .434 .349 .311 .706 .636 .509 .430 .543 .613 .127 .127 .464 .483 .515 .523 .22 1         
64 .342 .441 .393 .301 .311 .257 .233 .581 .560 .299 .248 .170 .202 .133 .187 -.181 -.208 .414 .403 .467 .411 .309 .365 1        
65 .568 .433 .488 .465 .227 .264 .438 .508 .360 .469 .456 .211 .255 .335 .407 -.008 -.068 .423 .521 .527 .423 .386 .552 .435 1       
66 .305 .345 .624 .495 .546 .066 .342 .269 -.063 .574 .532 .403 .306 .508 .534 .098 .092 .424 .468 .448 .389 .255 .601 .314 .649 1      
67 .471 .278 .589 .284 .430 .254 .402 .675 .528 .505 .416 .338 .357 .436 .485 .071 -.029 .434 .464 .527 .549 .256 .609 .268 .525 .496 1     
68 .552 .455 .561 .634 .509 .139 .356 .466 .419 .461 .316 .190 .469 .318 .514 .253 .081 .363 .410 .436 .421 .210 .594 .353 .563 .416 .568 1    
69 .366 .451 .270 .270 .337 .223 .439 .660 .579 .133 .135 .054 .226 .057 .274 -.027 -.233 .256 .215 .159 .220 -.183 .283 .227 .226 .074 .417 .298 1   
70 .178 -.010 -.026 -.218 -.089 .198 .302 .586 .583 -.092 .094 -.040 .014 -.062 .078 -.327 -.361 .409 .291 .309 .355 .102 .147 .155 .178 -.066 .298 .069 .572 1  
71 .528 .186 .473 .220 .275 .336 .120 .557 .504 .070 .158 .143 .360 .041 -.056 .060 -.072 .246 .196 .249 .289 .120 .165 .170 .142 .188 .249 .464 .194 .258 1 
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Appendix IV: IRB Certification 
 The following pages contain the Institutional Review Board (IRB) approval 
certification this study received prior to conducting research. 
1
Certification Exempt Research
Exempt Institutional Review Board
FWA00002306
Date: December 13, 2012
To: Anthony Lewis; Dr. Hyo Jin Jeon
UNR Protocol Number: 2013E062
Protocol Title: The Effectiveness of Online Promotional Strategies: The Case of Small 
Businesses
Type of Review: Exempt Category #2 Minimal risk
Meeting/Review Date: 12/13/2012
Approval Period: December 13, 2012 to December 12, 2015
This approval is for: Study activity will explore the ways small business owners use social media, 
specifically with customer retention. Online survey of small business owners and customers will be 
conducted without use of any identifying information regarding participants.
Approved number of subjects: 180
Approved documents: 2013 E 062 app packet.pdf (MISC Complete Submission)
The above-referenced protocol was reviewed and approved by one of UNR's Institutional Review Boards 
in accordance with the requirements of the Code of Federal Regulations on the Protection of Human 
Subjects (45 CFR 46 and 21 CFR 50 and 56).
Problems Researchers Must Report to the Research Integrity Office or IRB Staff
(to be reported as soon as possible, but within 10 business days)
New or additional risks: Outcomes that the principal investigator believes are unexpected, related 
to the research, and suggest the research may place participants or others at greater risk of harm 
than was previously known or recognized
Changes to expected harms or benefits: Any report indicating the frequency or magnitude of 
harms or benefits may be different than initially presented to the IRB
Privacy: Any invasion of privacy related to an individual’s participation in research
Confidentiality: Any breach of confidentiality involving research data
FDA Changes: Any change in FDA labeling or approval for a drug, device or biologic used in a 
research protocol
Immediate harm: Any change to the protocol to eliminate an apparent immediate hazard to a 
research participant, prior to seeking IRB review and approval
Prisoner: Any incarceration of a participant in a protocol not approved to enroll prisoners
Sponsor: Any event that requires prompt reporting to the sponsor
Sponsor: Any sponsor-imposed suspension for risk
Protocol change: Any accidental or unintentional change to the IRB approved protocol that 
harmed participants or others, indicates participants or others may be at increased risk of harm, or 
has the potential to recur
Device: Any unanticipated adverse device effect
Office of Human Research Protection
218 Ross Hall / 331, Reno, Nevada 89557
775.327.2368 / 775.327.2369 fax
www.unr.edu/ohrp
2
Department of Health: Any non-compliance identified by Department of Health audit or 
monitoring
Federal agency: Any investigation or report by federal agency related to the research
Medical license or practice changes: Any loss of license or hospital privileges by any researcher 
on the study
Complaints: Any complaints that suggest participants or others may have been harmed or placed 
at increased risk of harm
PI Responsibilities
Maintain an accurate and complete protocol file.
Submit continuing projects for review and approval prior to the expiration date.
Submit proposed changes for review and approval prior to initiation, except when necessary to 
eliminate apparent immediate hazards to subjects. Such exceptions must be reported to the IRB at 
once.
Report any unanticipated problems which may increase risks to human subjects or unanticipated 
adverse events to the IRB within 5 days.
Submit a closure request 10 days after project completion to the IRB.
Reference the protocol number on all related correspondence with the IRB. If you have any questions, 
please contact Nancy Moody at 775.327.2368.
For Veteran’s Administration research only
VA Research: No
Flag VA Medical Record: N/A
